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Tujuan dari penelitian ini adalah untuk mengetahui hubungan 
variabel persepsi nilai, kewajaran harga, citra merek terhadap niat 
pembelian ulang pada produk Coca-Cola  yang dimediasi oleh 
kepercayaan dan kepuasan konsumen.  
Data dikumpulkan melalui survey dengan cara mewawancarai 
responden yang dipandu dengan kuesioner. Sampel terdiri dari 200 orang 
yang tinggal di Solo Raya. Teknik pengambilan sampel yang dipilih yaitu 
menggunakan convenience sampling.  
Uji validitas dan reliabilitas telah dilakukan sebelum data di uji 
menggunakan Structural Equation Modelling (SEM). Dan hasil 
mengindikasikan hubungan positif antara kewajaran harga dan 
kepercayaan, kewajaran harga dan kepuasan konsumen, citra merek dan 
kepercayaan, kepuasan konsumen dan niat pembelian ulang, 
kepercayaan dan niat pembelian ulang. Penelitian ini juga menemukan 
hubungan negative antara persepsi nilai dan kepercayaan, persepsi nilai 
dan kepuasan konsumen, citra merek dan kepuasan konsumen. 
Dalam penelitian ini, baik keterbatasan dan implikasi dibahas untuk 
memberikan wawasan ke arah teoritis, aspek penelitian praktis, dan aspek 
terhadap penelitian selanjutnya. 
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ANALYSIS RELATION OF PERCEIVED VALUE, PRICE FAIRNESS, 
BRAND IMAGE TOWARD REPURCHASE INTENTION THAT IS 
MEDIATED BY TRUST AND CUSTOMER SATISFACTION 
 (Study on Product Coca-Cola at Solo Raya) 
 




The aim of this research determines the relation of variable 
perceived value, price fairness, brand image on consumer’s repurchase 
intention that is mediated by trust and customer satisfaction.  
Data is collected through the survey by interviewing respondents 
who guided by questionnaires. Sample consists of 200 people from the 
public who live in Solo Raya. The technique of collecting sample is 
convenience. 
Validity and reliability tests is done before the data tested by 
Structural Equation Modelling (SEM). And the result indicates the positive 
relation between price fairness and trust, price fairness and customer 
satisfaction, brand image and trust, customer satisfaction and repurchase 
intention, trust and repurchase intention. The study also found the 
negative relation between perceived value and trust, perceived value and 
customer satisfaction, brand image and customer satisfaction. 
In this study, both limitations and implications are discussed in 
order to give insight toward theoretical, practical, and future research 
aspects. 
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